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Pilot Area: El Sereno (community 
within Los Angeles City limits)
Demographics: Predominantly lower-
income Hispanic automotive DIYer
population

Goals:

1. To measure effectiveness of 
outreach message(s) and efforts

2. To increase the amount of used oil 
collected

Strategy: “Saturation” of recycling 
message(s) in a community with high 
incidents of illegally disposed used oil

San PedroSan Pedro

San Fernando Valley

Downtown LA •

El SerenoEl Sereno

Santa
Monica

Bay

City of Los Angeles boundaryCity of Los Angeles boundary



Setting a Baseline: Worked with a local Kragen Auto Parts to obtain data on 
amount of used oil collected (prior to outreach efforts) 

Intercept surveys were conducted at high traffic areas (auto parts stores, 
supermarkets, events at local parks, etc.)

Facts: Of the DIYers surveyed, 17% stated that they illegally disposed of 
their motor oil

El Sereno Pilot Project
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Approach: Direct-mail piece sent to 57,000 local residents

Heavy saturation of the El Sereno area in a 3-month period
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